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Online communities have become a prevalent means for information exchange among 
individuals with shared interests. While several studies exist on the individuals’ 
motivation to contribute information to online communities, less is known about what 
factors drive information adoption in these communities. This article proposes a 
theoretical framework of antecedents of individuals’ adoption of contributed 
information in online communities. Drawing on the Elaboration Likelihood Model, we 
develop hypotheses regarding both central and peripheral routes of information 
evaluation and contend that information quality, information source trustworthiness, 
and information recipient level of trust in the online community are the main factors 
that influence adoption of information in online communities. Furthermore, we identify 
the antecedents of information source trustworthiness and information recipient trust 
in the online community. 
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Introduction 
An online community is a voluntary collectivity whose members share a common interest, experience, or 
conviction, and who interact with one another primarily through computer-mediated communication 
(Sproull 2004). Computer-mediated communication in online communities entails a number of features 
that distinguish them from other types of communication and makes establishing mutual understanding 
to convey a meaning and comprehend conversations more difficult than face-to-face communication 
(Whittaker et al. 1998). Nevertheless, the multitude of benefits brought about by online communities has 
led to an increase in their usage, which in turn has caused an increase in researchers’ interest in studying 
different aspects of online communities such as their characteristics and designs (Bieber et al. 2002; 
Preece 2000; Wellman and Gulia 1999), individuals’ motivation for contributing in them (Fang and Chiu 
2010; Marett and Joshi 2009; Wasko and Faraj 2000; Wasko and Faraj 2005), and interpersonal and 
group processes within online communities (Ren et al. 2012; Ridings et al. 2002; Ridings and Gefen 
2004; Wu and Tsang 2008). 
Information exchange in terms of contribution and adoption of information among the members is one of 
the most important objectives of online communities (Wasko and Faraj 2000). Several studies have 
explored individuals’ motivation to contribute information to online communities (e.g., Chang and 
Chuang 2011; Ma and Agarwal 2007; Ray et al. 2014; Tsai and Bagozzi 2014; Wasko and Faraj 2005); 
however, less is known about what factors drive information adoption in such communities (Meservy et 
al. 2014). Therefore, this research investigates the factors that affect information adoption in online 
communities and proposes a theoretical framework of antecedents of individuals’ adoption of the 
contributed information in this context that underlines the role of trust in the success of such information 
exchange. The importance of trust in information adoption in online communities has been acknowledged 
in the extant literature (e.g., Chen and Hung 2010; Ridings et al. 2002). However, we know little about 
how trust affects the individuals’ information adoption in online communities. Previous studies have 
either ignored trust as an influential factor in information adoption or downplayed its role and considered 
it as a sub-dimension of source credibility (e.g., Sussman and Siegal 2003; Zhang and Watts 2008).  
To date, a number of studies have explored the antecedents of information adoption in online 
communities. These antecedents are mainly information quality, source credibility (Cheung et al. 2008; 
Jin et al. 2009; Meservy et al. 2014; Wang et al. 2011; Zhang and Watts 2008), and validation of the 
information as being useful by other members (Meservy et al. 2014). Source credibility in the majority of 
the studies is operationalized as source expertise and source trustworthiness (e.g., Jin et al. 2009; 
Sussman and Siegal 2003; Zhang and Watts 2008). However, there is evidence that credibility is an 
antecedent of trust (Corritore et al. 2003). Here, we propose that information source trustworthiness is in 
fact an important antecedent of information adoption in online communities and source credibility is an 
important sub-dimension of source trustworthiness. Moreover, due to the importance of online 
community members’ trust in other members’ competence, benevolence, and integrity in their desire to 
exchange information with others (Ridings et al. 2002), we contend that the level of the information 
seeker’s trust in the online community has a pivotal role in the likelihood of adopting information from 
the community. We will discuss each of these factors along with their antecedents in details in the 
subsequent sections of this article. In addition, we will elaborate how information source trustworthiness 
and trust in the online community interplay with the quality of the information received to drive the 
process of information adoption in online communities. Next, we present the theoretical underpinning of 
the proposed research model that consists of 16 hypothesized relationships influencing information 
adoption in online communities. Methodology in support of collecting data and pertinent analyses is 
presented in the third section. Concluding remarks close the paper.   
Theoretical Development and Hypotheses  
Information transfer generally occurs between two parties: information source and information recipient. 
In this study we focus on the recipient of the information, their perception of the information itself, the 
information source, and the online community from which they receive the information. We define 
information adoption as the extent to which the information seeker accepts the received content based on 
the assessment of its validity (Zhang and Watts 2008). 
 Drivers of Information Adoption in Online Communities 
 Thirty Sixth International Conference on Information Systems, Fort Worth 2015 3 
 
A number of previous studies have explored the process of information adoption in the context of emails 
containing recommendation (Sussman and Siegal 2003), Knowledge Management Systems (Fadel et al. 
2009), electronic networks of practice (Meservy et al. 2014), bulletin board systems (Jin et al. 2009), and 
online communities (Zhang and Watts 2008). Drawing on dual process theories, these studies investigate 
the process of information adoption in computer-mediated communications.  
Elaboration Likelihood Model (ELM) is the specific dual process theory of interest in this study. ELM, 
proposed by Petty and Cacioppo (1986a) explains the differences in influence of a specific piece of 
information across individuals and contexts as a function of the extent of elaboration in which the 
individual engages (O’Keefe 2008). Elaboration involves attending to and evaluating the content of the 
information, and reflecting on issues related to it (Sussman and Siegal 2003). Contingent on the extent of 
elaboration, a piece of information is evaluated and adopted through two possible routes: central route 
and peripheral route. Central route, which occurs when the level of elaboration is high, scrutinizes the 
information itself and its content in the context of existing knowledge of the individual (Petty and 
Cacioppo 1986a). However, since scrutinizing information consumes cognitive resources, the central 
route is not activated in all circumstances. When the individual is not motivated and/or does not have 
enough prior knowledge to engage in evaluating a piece of information, information processing takes 
place through peripheral routes (O’Keefe 2008). In such cases, the information recipient evaluates the 
information based on some peripheral cues (e.g., the credibility, reliability, and attractiveness of the 
information source) associated with the information and not the information itself (Sussman and Siegal 
2003). It is noteworthy that the extent of elaboration in which the individual engages is a continuum, 
which ranges from no-issue relevant thought about the information to complete elaboration of the 
information. Therefore, evaluation and adoption/rejection of a piece of information can be brought about 
by a medium amount of thought and a combination of central and peripheral routes (Petty et al. 2004). 
Research Model  
Drawing on ELM, extant literature contends that information quality is assessed through central route of 
information evaluation and thus is influential in adoption of the information (e.g., Sussman and Siegal 
2003). Furthermore, it is argued that source credibility is the peripheral cue that is considered in the 
peripheral route when the elaboration likelihood is low. However, in this study, we propose that perceived 
trustworthiness of the information source and trust in the online community act as peripheral cues. In 
other words, we posit that when the information recipient has high levels of ability and motivation to 
process the received information, they engage in issue-relevant thinking and decide about adoption/non-
adoption of information based on the quality of the information. However, as motivation and/or ability to 
process the received information decrease, the information recipient is more likely to draw on peripheral 
cues (i.e., information source trustworthiness and trust in the online community) for the purpose of 
evaluation and decision about adoption/non-adoption of information.  
 
 
Figure 1. Research Model 
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Our proposed research model (depicted in Figure 1) identifies the factors that affect information adoption 
in online communities and depicts the antecedents of the peripheral cues in this process. Next, we 
elaborate on the logic of our proposed research model. 
Information Quality 
Information quality includes several dimensions such as accuracy, completeness, timeliness, format, 
relevance, and believability (Alexander and Tate 1999; Klobas 1995; Marchand 1990; Nelson et al. 2005; 
Strong et al. 1997). According to the ELM, when an individual is capable and motivated to elaborate on a 
piece of information, the quality of the information determines its influence (Petty and Cacioppo 1986a). 
In the context of an online community, when an individual reads a piece of information and has the 
capability and motivation to contemplate its quality, he/she engages in systematic information processing 
through the central route. As a result, more relevant, truthful, and helpful information is perceived to be 
of higher quality, which consequently is more likely to be adopted by the information recipient. Prior 
research has shown that the perceived quality of a piece of information received though computer-
mediated communication methods positively influences its perceived usefulness, which in turn impacts its 
adoption (Jin et al. 2009; Sussman and Siegal 2003; Zhang and Watts 2008). Therefore, in line with the 
prior literature, we posit that: 
H1: In the context of an online community, information of higher perceived quality is more likely to be 
adopted by information recipient. 
Information Source Trustworthiness 
Trust plays an essential role in social relationships (Luhmann 1979) and defines individuals’ behaviors 
and expectations (Luhmann 1979; Rotter 1971). It is argued that higher levels of trust bring about higher 
knowledge exchange (Dirks and Ferrin 2001; Mayer et al. 1995). This is due to the fact that when there is 
high level of trust, individuals are more inclined to both give useful knowledge (Andrews and Delahaye 
2000; Tsai and Ghoshal 1998) and listen to and absorb others’ knowledge (Carley 1991; Levin and Cross 
2004; Mayer et al. 1995). One of the most important antecedents of trust in a trustee is their perceived 
trustworthiness (Mayer et al. 1995), defined as the trustor’s confident belief that the trustee has attributes 
that are beneficial to the trustor (McKnight et al. 2002a). The attributes that are mainly utilized are 
competence, benevolence, and integrity (Mayer et al. 1995; McKnight et al. 2002a; Mishra et al. 1996). 
Perceived trustworthiness precedes specific behavioral intentions and willingness to depend on the 
trustee in situations of risks (Akter et al. 2011; Mayer et al. 1995). For instance, McKnight et al. (2002b) 
posit that perceived trustworthiness of a web vendor leads to customers’ intention to follow the vendor’s 
advice. 
The extant literature on information adoption in computer-mediated communications contends that 
source credibility plays an important role in individuals’ information adoption in such environments 
(Fadel et al. 2009; Jin et al. 2009; Sussman and Siegal 2003). Drawing on ELM, they argue that source 
credibility is the peripheral cue used by the adopters (information recipients) to evaluate the transmitted 
information when they do not have the ability and/or are not motivated to elaborate on the information 
itself. These studies operationalize source credibility in terms of information source expertise and 
trustworthiness (Jin et al. 2009; Meservy et al. 2014; Sussman and Siegal 2003). Nonetheless, we contend 
that credibility is an antecedent of trustworthiness rather than trustworthiness being a subcomponent of 
credibility. Our justification is that trustworthiness is dependability; whereas credibility is believability 
(Fogg and Tseng 1999). In other words, when someone is perceived to be credible, they are believed and 
not necessarily relied upon. It is argued that “the trustworthiness dimension of credibility captures the 
perceived goodness or morality of the source” (Fogg and Tseng 1999, p. 80). Therefore, it can be 
considered equal to integrity. This is confirmed by a number of prior studies (e.g., Sussman and Siegal 
2003), which state that trustworthiness as a subcomponent of credibility is the same as integrity and 
expertise is equivalent to competence. As a result we argue that trustworthiness can be defined as 
credibility along with benevolence of the trustee (Ba and Pavlou 2002; Pavlou 2002) and involves the 
information recipient’s assessment of whether the source has the required knowledge and skills and is 
likely to provide truthful and unbiased information (Hertzum et al. 2002). This leads to our second 
hypothesis: 
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H2: In the context of an online community, information perceived to have higher source 
trustworthiness is more likely to be adopted by information recipient. 
Trust in the Online Community 
In an online community, almost anyone can post messages and information and reply to a post. 
Therefore, the information recipient does not always have the required knowledge about the information 
source to evaluate their trustworthiness. As a result, trust in the online community itself can play an 
important role in evaluating the information received through this channel. A number of previous studies 
have acknowledged the importance of trust as a peripheral cue in assessing information (e.g., Visschers 
and Siegrist 2008). We contend that trust in the online community act as a peripheral cue to assess the 
information when the information seeker is unable or not willing to elaborate on the information. 
Extant literature show that there is a strong relation between level of users’ trust and online Information 
Systems usage in general (e.g., Corritore et al. 2003; Gefen et al. 2003; Montazemi and Saremi 2013) and 
online communities in particular (e.g., Andrews et al. 2001; Chen and Hung 2010; Ridings et al. 2002). 
When trust exists, people are more willing to help others and ask for help (Luhmann 1979). Furthermore, 
the value of the information increases when there is higher expertise, willingness to help, and honesty 
associated with other members of the community (Ridings et al. 2002). Therefore, information recipient’s 
trust in the competence, benevolence and integrity of other members increases the information adoption 
in online communities. Based on the above discussion, we posit that: 
H3: In the context of an online community, the information recipient trust in the online community has 
a positive effect on their information adoption from the community. 
Expertise and Involvement 
ELM suggests that an increase in an individual’s ability and motivation to evaluate a piece of information, 
causes an increase in the likelihood of elaboration, which subsequently causes an increase in the 
dominance of central processing route in their evaluation of information. On the other hand, a decrease in 
an individual’s ability and motivation causes a decrease in the likelihood of elaboration, which in turn 
increases the dominance of peripheral processing route in the evaluation of information (Petty and 
Cacioppo 1986a; Petty and Cacioppo 1986b).  
Prior research has used information recipient’s expertise related to the subject of the information as an 
indicator of their ability to process the information. An individual with higher expertise is more likely to 
have more issue-relevant thoughts and higher ability to comprehend them. This leads to higher likelihood 
of more extensive elaboration and less reliance on peripheral cues (Ratneshwar and Chaiken 1991). 
Motivation, another important factor in determining the elaboration likelihood, is mainly operationalized 
through the level of involvement that occurs as a result of the relevance of the issue to the recipient 
(Sussman and Siegal 2003). The higher the importance of the information to an individual, the higher will 
be the chance that they engage in cognitive effort to thoughtfully scrutinize the information in terms of its 
quality (Petty and Cacioppo 1986a). Whereas, when the information receiver has lower level of 
involvement with the issue, the likelihood of using the peripheral cues is higher (Petty et al. 1981; Petty 
and Cacioppo 1986a). 
In the context of computer-mediated communication, Sussman and Siegal (2003) empirically validate the 
positive moderating effect of information recipient’s expertise on the association between information 
quality and information usefulness. They also provide empirical evidence for the negative moderating 
effect of the recipient’s expertise on the relation between source credibility and the information 
usefulness. Moreover, Meservy et al. (2014) posit that in electronic networks of practice, where there are a 
number of answers to one question, the level of elaboration positively moderates the influence of 
information quality on the retention of an answer in the choice set an information recipient forms in order 
to finally choose the best answer. In light of the above discussion, we posit the following two hypotheses: 
H4: In the context of an online community, the level of information recipient expertise related to the 
received information positively moderates the influence of information quality on information adoption 
(H4a) and negatively moderates the influence of perceived trustworthiness of information source (H4b) 
and information recipient’s trust in the online community (H4c) on information adoption.  
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H5: In the context of online communities, the level of information recipient involvement in the issue 
related to the received information positively moderates the influence of information quality on 
information adoption (H5a) and negatively moderates the influence of perceived trustworthiness of 
information source (H5b) and information recipient’s trust in the online community (H5c) on 
information adoption.  
Source Credibility 
From the early days of studying the role of peripheral cues in informational influence, the importance of 
source credibility in directing the communication toward a specific outcome has been acknowledged 
(Hovland 1951). Several studies have shown the positive relation between source credibility with the 
success of knowledge transfer (Joshi et al. 2007; Ko et al. 2005). Source Credibility is the most frequently 
studied peripheral cue in information adoption in computer-mediated communication (Fadel et al. 2009; 
Meservy et al. 2014; Zhang and Watts 2008). It is the perception of the credibility of the information 
source and reflects nothing about the information itself (Sussman and Siegal 2003).  
Corritore et al. (2003) contend that credibility is a positive signal of the trustworthiness. In the context of 
information adoption, source credibility is generally conceptualized in terms of expertise and 
trustworthiness (Hovland et al. 1953; Sussman and Siegal 2003; Zhang and Watts 2008), where 
trustworthiness is about the extent to which the information contributor submits pertinent information in 
a good-faith effort to help the community (Meservy et al. 2014). Notwithstanding the intention of the 
information contributor, they might not have the requisite expertise of the issue at hand. Therefore, 
recent literature tends to focus on the source expertise as the conceptualization of the source credibility 
(Meservy et al. 2014). In online communities, to gauge the expertise, there is often a feature depicting the 
level of reputation of members based on the usefulness of the information they have contributed to the 
community. Reputation of an information source is akin to their credibility (Meservy et al. 2014). 
Therefore, the perceived information source credibility is in essence their competence-based 
trustworthiness perceived by the recipient of the information. Therefore, based on the above discussion, 
we hypothesize: 
H6: In the context of an online community, the higher the level of information source credibility, the 
higher will be their perceived trustworthiness by the information recipient. 
Strength of Social Tie between Information Source and Recipient 
Social tie is defined as the level of intensity of a social relationship between two individuals (Steffes and 
Burgee 2009). The strength of social tie, which characterizes the closeness and frequency of interaction 
between two individuals, is a concept ranging from weak ties to strong ties (Hansen 1999). In online 
communities, people do not typically have personal relations with each other. However, online 
communities provide facilities such as synchronous chat to enable individuals to communicate dyadically 
with each other. As a result of such dyadic communication, social ties between community members can 
be strengthened over time.  
Tsai and Ghoshal (1998) posit that relationships with stronger social ties are more trusting. People tend to 
have higher trust in the competence of those with whom they have strong social ties (Levin and Cross 
2004). Furthermore, relations with stronger social ties bring about more benevolence-based trust 
(Glaeser et al. 2000). Having higher levels of trust in turn leads to higher level of receipt of useful 
knowledge (Levin and Cross 2004). Therefore, we posit the following hypothesis: 
H7: In the context of an online community, the stronger the social ties between information source and 
recipient, the higher will be the information source perceived trustworthiness. 
Disposition to Trust 
Almost anyone can post information or reply to others’ questions in online communities. Therefore, in 
many cases there is no social tie or prior experience between the information contributor and recipient. As 
a result, the recipient’s disposition to trust becomes an important factor in their perceived trustworthiness 
of the information source. Disposition to trust is the extent to which an individual displays an inclination 
to be willing to trust others and depend on them (McKnight et al. 2002a). A number of empirical studies 
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have found a direct relationship between disposition to trust and trust in online settings such as online 
vendors (Gefen 2000), virtual teams (Jarvenpaa et al. 1998), and virtual communities (Ridings et al. 
2002).  
Disposition to trust is specifically pivotal when the situation is ambiguous and/or there is little 
information about trustee’s ability, benevolence, and integrity (Mayer et al. 1995; McKnight et al. 1998; 
Rotter 1971). Therefore, in online communities, disposition to trust is an important factor in the level of 
trust in others in an online community (Ridings et al. 2002). Based on the above discussion, we 
hypothesize that: 
H8: In the context of an online community, the higher the level of information recipient disposition to 
trust, the higher will be the information source perceived trustworthiness. 
H9: In the context of an online community, the higher the level of information recipient disposition to 
trust, the higher will be their trust in the community. 
Identification with the Online Community 
Group identification is a concept that builds on the theory of social identity (Tajfel and Turner 1986). 
Group identification is the degree to which an individual identifies themselves with a group as a result of 
category-based information processing (Abrams et al. 1990; Wilder 1990). Strong group identification 
causes group members to have a positive bias toward their group and ascribe positive attributes to its 
other members (Bettencourt et al. 2001; Hewstone et al. 2002; Tajfel 1982). It is argued that 
identification with a group leads to interpersonal trust (Williams 2001) and swift trust formation 
(McKnight et al. 1998; Meyerson et al. 1996). Based on the above discussion, we postulate the following 
hypothesis: 
H10: In the context of an online community, the higher the level of information recipient’s identification 
with the online community, the higher will be their trust in the community. 
Responsiveness 
In an online community, an individual, posting a message to the community expects some type of a 
response. If they do not receive response to their message, their trust in the community can be adversely 
affected as people who share their knowledge, generally expect some type of response from others (Wasko 
and Faraj 2000).  
The quick and frequent response to messages is an indicator of the online community members’ 
competence in being able to exchange helpful information regarding the topic of interest (Ridings et al. 
2002). Furthermore, being responsive is an indicator of willingness to help others, which is the basis for 
development of benevolence-based trust. In addition, it is argued that responsiveness is associated with 
increased perception of cooperative intentions (Gefen and Ridings 2002). Prior studies on the 
antecedents of trust in online communities have empirically found strong evidence that responsiveness 
has a high correlation with trust in online communities (Hsu et al. 2011; Ridings et al. 2002), which 
correlates with the desire to receive information from the community (Ridings et al. 2002). As a result we 
posit that: 
H11: In the context of an online community, the higher the level of information recipient’s perceived 
responsiveness of others in the community, the higher will be their trust in the community. 
Shared Language 
“Language has a direct and important function in social relations” (Nahapiet and Ghoshal 1998, p. 253) as 
it influences individuals’ perception (Pondy and Mitroff 1979). The extent to which sender and receiver of 
a piece of information are similar in terms of their language to transmit or retrieve information is called 
shared language. Shared language is an important precursor to interpersonal trust in knowledge-sharing 
networks (Abrams et al. 2003) and plays a pivotal role in knowledge sharing in online communities (Law 
and Chang 2008; Wasko and Faraj 2005). High levels of knowledge sharing in turn, lead to higher levels 
of online community members’ trust in each other. In addition, shared language enhances a common 
understanding of collective goals and proper behavior in communities (Tsai and Ghoshal 1998), which 
 Drivers of Information Adoption in Online Communities 
 Thirty Sixth International Conference on Information Systems, Fort Worth 2015 8 
 
brings about integrity-based trust among the members. It is also argued that shared language has a 
significant impact on building trust (Levin et al. 2002). Therefore, based on the above discussion, we 
hypothesize that: 
H12: In the context of an online community, the higher the level of information recipient’s perceived 
shared language in the community, the higher will be their trust in the community. 
Methods 
This study will utilize cross-sectional data analysis via Structural Equations Modeling as the approach to 
test the proposed research model and hypotheses. While it might be argued that an experiment will bring 
about higher internal validity, the large sample size required to investigate the research model through 
SEM is excessive to do so (Michon and Chebat 2008). The Critical Incident Technique (CIT) (Bitner et al. 
1990; Flanagan 1954) will be the basis for the survey. CIT is a systematic approach for recording events, 
beliefs, and behaviors that led to success or failure on a particular task and has been used in previous 
studies in Information Systems (e.g., Serenko and Turel 2010; Thomas and Bostrom 2010). A critical 
incident, in CIT, is defined as an event that makes a significant contribution toward an activity or 
phenomenon (Bitner et al. 1994). In the context of this study, a critical incident is when a member of an 
online community adopts a piece of information they receive through the community. 
Online communities have been categorized by Armstrong and Hagel (1996) into four main types, namely, 
communities of transaction, communities of interest, communities of relationship, and communities of 
fantasy. Communities of transaction such as Amazon.com facilitate business transactions and provide 
information about these transactions. Communities of interest bring together individuals with a common 
interest who interact extensively about the specific topic of interest. Communities of relationship are 
formed by individuals who encounter a particular intense life experience and need to exchange 
information with others who face the same challenge. Finally, communities of fantasy provide people the 
opportunity to role play and to explore new identities in imaginary worlds. The focus of this research is on 
the first three types of online communities (i.e., communities of transaction, interest, and relationship) as 
communities of fantasy do not rely on information exchange among their members and people do not 
look for useful information in these communities.  
Furthermore, previous research suggests that in order to investigate online communities in their natural 
setting, it is required to collect data from online communities that are established and mature (Zhang and 
Watts 2008). Therefore, the data will be collected from a number of online communities with the 
aforementioned characteristics. However, in order to ensure that data are not collected only from highly 
reliable and trustworthy communities, the online communities will be selected from both groups of 
communities that are and are not among the top 500 websites on Alexa.com. Therefore, data will be 
collected from six online communities in total: one top community of transaction, one not top community 
of transaction, etc. 
We have developed a data collection instrument, where each of the constructs in the proposed research 
model has been operationalized using measures adapted from validated instruments. We will empirically 
validate the proposed model and the hypothesized relationships using an online survey of members of six 
online communities. First, respondents will be provided with the meaning of information adoption. 
Subsequently, they will be asked to answer a series of questions based on the last time they have adopted a 
piece of information from the online community. Prior studies on information adoption mostly relied on 
laboratory experiments in order to measure credibility of the information source. Therefore, their focus 
was mainly on cognitive-based trust. However, to measure both cognitive-based trust and affective 
(relational) trust in support of our proposed research model, we need to rely on the respondents’ past 
experience with the online community. Collecting data from active online communities through CIT 
method enables respondents to realistically use their past experiences in responding to our questionnaire.  
Conclusion 
The goal of this study is to examine the process of information adoption in online communities and 
significance of trust in this process. This article reports our preliminary findings. Drawing on Elaboration 
Likelihood Model, a research model is proposed that identifies the factors contributing to central and 
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peripheral routes of information adoption in online communities. We contend that the important 
peripheral cues in this context are information source perceived trustworthiness and the information 
recipient level of trust in the community. The factors affecting each of these two peripheral cues are 
identified and discussed in this article. In the subsequent phases of this research, the proposed research 
model will be empirically validated based on critical incident technique.  
This study has several potential benefits to research. Firstly, prior studies contend that information source 
credibility is the peripheral cue related to a piece of information; however, we argue that source credibility 
is only one aspect of the perceived source trustworthiness and therefore can act as an antecedent to it. 
Secondly, we propose that the level of trust an individual has in an online community is another 
peripheral cue in the process of information adoption. Previous research, though emphasizing the 
importance of trust in information adoption in online communities (e.g., Ridings et al. 2002) has not 
discussed the circumstances in which trust affects information adoption. Thirdly, the results of this study 
will shed light on the relative importance of the quality of a piece of information vis-à-vis the peripheral 
cues associated with it as well as the relative strength of the two suggested peripheral cues (i.e., perceived 
trustworthiness of the information source and trust in the online community). While previous studies rely 
only on peripheral cues associated with the received information, we posit that the attitude of the 
information recipient toward the online community also impact their information adoption from the 
community. Finally, to the best of our knowledge no study has compared the antecedents of information 
adoption in different types of online communities. Therefore, this research will contribute to the body of 
literature on information adoption in online communities by contrasting the drivers of information 
adoption in communities of transaction, communities of interest, and communities of relationship. 
Furthermore, practitioners can make use of the insights from this study to enhance information adoption 
in their online community through strengthening the features that improve the important factors in 
adopting information by community users. This will lead to improvement in the appeal of their online 
social information system. Moreover, practitioners can enhance the level of interpersonal trust in the 
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